The paper analyses corporate reputation management of higher education institutions by comparing approaches of different stakeholders. After conceptualization of theoretical aspects of corporate reputation management at higher education institutions, the research results of stakeholders' approaches towards corporate reputation management of higher education institutions are presented. Keywords: corporate reputation, corporate reputation management, higher education, stakeholders.
Introduction
In consideration of different circumstances that organizations confront, corporate reputation is characterized by particularity. Corporate reputation indicators are distinct at organizations that undertake different activities and operate in different industries. In other words, some indicators aren't relevant or cannot come through at specific organizations while the same indicators have very big weight at organizations from other industries. For these reasons corporate reputation is managed in consideration of contextual differences.
Particularity of corporate reputation also comes through from the perspective of stakeholder groups. Distinct stakeholder groups have different perception of the organization and give concern to different aspects of activities (Davies et al., 2003; Fombrun, 1996 Fombrun, , 2006 Gray, Balmer, 1998; Saxton, 1998 Walker, 2010) . There are also differences in each stakeholder group of the organization (Cornelissen, Thorpe, 2002; Fombrun, 2006; Walker, 2010) , so it is necessary to implement their segmentation (Freeman, Harrison, Wicks, 2007) .
Scholars (Caruana, Walsh, Beatty, 2007) emphasize the customers' view towards corporate reputation, as they are an especially important stakeholder group, and indicate that customers can have different expectations and perception of the organization comparing to other stakeholder groups. For these reasons major attention should be given to corporate reputation management from the perspective of the higher education institutions' customers while segmenting this stakeholder group into three segments: school leavers, students and graduates. The segments of students and graduates should be considered as specific customer segments that not only fulfil a consuming function but also contribute to the creation of corporate reputation of higher education institutions and are long-term customers.
Due to the above mentioned reasons, this paper analyses corporate reputation management of higher education institutions and evaluates disparities of approaches between school leavers, students and graduates. It presents empirical research that evaluates disparities of approaches towards corporate reputation management of higher education institutions.
The problem of the research -how corporate reputation of higher education institutions should be managed in order to meet expectations of different stakeholders. The object of the research is corporate reputation management of higher education institutions. The aim of the research is to analyse disparities of the stakeholders' approaches towards corporate reputation management based on the empirical research results of school leavers, students and graduates. The objectives of the research are as follows: 1. Conceptualize theoretical aspects of corporate reputation management at higher education institutions. 2. Prepare and substantiate methodology of empirical research. 3. Undertake empirical research of the disparities of stakeholders' approaches towards corporate reputation management of higher education institutions.
Research methods. In order to solve the problem of the research at the theoretical level, there was conducted the analysis, generalization and comparison of scientific literature. The empirical research was based on the survey method using primary data. Descriptive statistics methods were used for the analysis of data.
Theoretical aspects of corporate reputation management at higher education institutions
Corporate reputation has become an important object of discussions between scholars and practitioners. Despite a big interest there is a disagreement on the main aspects of corporate reputation. In the scientific literature there is a variety of corporate reputation definitions (Chun, 2005; Walsh et al., 2009) , and there is no conceptual base for the management of corporate reputation (Caruana, Chircop, 2000) .
There is no doubt about the importance of corporate reputation to higher education institutions but it is essential to determine the indicators based on which corporate reputation of higher education institutions is managed. Furthermore, it is important to see the differences of approaches between and within different stakeholders of higher education institutions.
Usually, corporate reputation measurement methods are used in order to determine indicators that should be used for corporate reputation management. In scientific literature there is a number of corporate reputation measurement methods and models for higher education institutions ( The above mentioned methods were selected as they are either the most commonly accepted, methodologically valid or used in practice for a long time. Only the most frequently repeated and specific indicators and factors that are relevant in the context of higher education institutions were selected for empirical research. The methods used during empirical research are outlined in Table 1 . Each focus group of exploratory research was conducted with homogenous customers of higher education institutions: 8 school leavers, 9 students and 8 graduates. The scenario of focus groups consisted of two parts: four open questions and one closed question with a questionnaire. The aim of exploratory research was to determine how respondents understand the definition of corporate reputation at higher education institutions, the relevance of corporate reputation at higher education institutions and the relevance of corporate reputation indicators at higher education institutions.
The data from questionnaires determined the relevance of corporate reputation indicators at higher education institutions. Based on evaluations of each indicator from the perspective of Lithuanian universities with the best and the worst corporate reputation, the average means of each indicator have been calculated for the best and the worst universities separately. The relevant corporate reputation indicators of higher education institutions must be as close as possible to 5 for the best corporate reputation university, and as close as possible to 1 for the worst corporate reputation university. The most relevant corporate reputation indicator must receive an average mean equals to four. Average means less than one are considered too small and indicators with such means aren't relevant for customers of higher education institutions. The average mean of each indicator for a university having the best and the worst corporate reputation was calculated using the following formula: The method used for the identification of relevant corporate reputation indicators at higher education institutions was based on the validity verification logics of Reputation Quotient (Gardberg, 2006; Groenland, 2002 ) and the corporate reputation measurement method proposed by S. Helm (2005) . As exploratory research can describe only the content of a problem, generate ideas and insights, and determine variables for descriptive research, the results of exploratory research were considered mediate that could be modified during the descriptive research.
The quantitative data collected during descriptive research was processed and analysed using SPSS 16.0 program. For the analysis of the descriptive research data the following statistical methods were used: reliability analysis (Cronbach alpha), descriptive statistics (absolute and percentage frequencies, average weights (M) and standard deviation (SD)), and factor analysis.
Cronbach alpha showed that reliability of corporate reputation indicators (N=3428, N of indicators=41) is very high and equal to 0,979. After assessment of separate corporate reputation indicators it was determined that Cronbach alpha values range from 0,978 to 0,980. It means that reliability of corporate reputation indicators is very high.
Research results of corporate reputation management at higher education institutions
During the descriptive research 3428 questionnaires were collected (see Table 2 ). The total number of respondents consisted of 909 school leavers, 1341 students and 1178 graduates.
Students and graduates represented one of four universities. The total number of respondents consisted of 14,1% of students and 11,89% of graduates from Kaunas University of Technology, 25,28% of students and 33,53% of graduates from Mykolas Romeris University, 37,73% of students and 28,52% of graduates from Vytautas Magnus University, 22,89% of students and 26,06% of graduates from Vilnius University. It is presumed that a sample of descriptive research is representative and balanced.
For the empirical research the four Lithuanian universities were selected not accidently. The Lithuanian magazine "Veidas" publishes the rankings of universities which in a way measure corporate reputation of Lithuanian universities. Thus, four universities that had the highest positions at the rankings were selected for the empirical research. The selected four universities constitute 28.57% of all Lithuanian public universities.
During the analysis of corporate reputation indicators it was possible to assess the importance of each indicator and factor to the higher education institutions' customers. After the identification and evaluation of corporate reputation indicators and factors at higher education institutions from the perspective of their customers it was possible to construct a corporate reputation management model of higher education institutions from the perspective of their customers (see Figure 1) .
The corporate reputation management model of higher education institutions indicates how corporate reputation indicators constitute corporate reputation factors, and weights of indicators and factors in the management of corporate reputation at higher education institutions from the perspective of its customers: school leavers, students and graduates (all together).
During the empirical research it was identified that indicators of corporate reputation at higher education institutions constitute 10 factors: emotional appeal, behaviour, studies, citizenship and social responsibility, leadership, performance, workplace, competition, career, innovation. Each factor has big weight on corporate reputation of higher education institutions and there are small differences between weights. The most important factors for customers of higher education institutions are: innovation, behaviour, performance and studies. The least important factors for customers of higher education institutions are: leadership, citizenship and social responsibility, workplace, competition. However, each factor of corporate reputation management at higher education institutions has a big influence on corporate reputation of higher education institutions, so even the factors with the smallest weight cannot be devalued.
Fig. 1. Corporate reputation management model of higher education institutions
During the empirical research it was identified that corporate reputation of higher education institutions should be managed based on 41 indicators. Leaders of higher education institutions must concentrate their attention to four indicators of corporate reputation that have the biggest weights: terms of studies, courteous behaviour with students, internationality and quality of studies. The least important indicators of corporate reputation for customers of higher education institutions are: appealing leader, environmental responsibility, value for money and admiration. It is recommended for leaders of higher education institutions to reduce to minimum investments into these indicators of corporate reputation because their influence on good corporate reputation is the lowest. However, they should get some attention because weights of each indicator are quite big.
Furthermore, the results of empirical research allowed going deeper and analysing possible disparities of stakeholders' approaches towards corporate reputation management based on the view of three customers' segments: school leavers, students and graduates. Table 3 shows the disparities of approaches identified during the empirical research. Indicators that have the biggest weights are highlighted in darker grey and indicators that have the smallest weights are highlighted in lighter grey colour.
Based on the results of empirical research it was determined that all 41 indicators have a significant impact on corporate reputation of higher education institutions despite the fact that its weights differ. The impact of indicators towards corporate reputation of higher education institutions differ depending on the segment of higher education institutions' customers. Table 3 indicates that the most important indicators of higher education institutions' corporate reputation to the segment of graduates are closer to the results of all customers. However, the weights of indicators are not identical. Based on the results of empirical research it is possible to distinguish four indicators that are the most important in managing corporate reputation from the view of graduates and all customers of higher education institutions: study conditions, courteous treatment of students, internationality, quality. The segment of students assigns the highest importance to the same three indicators of corporate reputation management. The only difference is that they have different weights. Corporate reputation of higher education institutions in the segment of students should be managed based on the following indicators: internationality, study conditions, courteous treatment and innovation. The most important indicators of corporate reputation in the segment of school leavers are: quality, admission to work, study conditions and concern about students. Leaders of higher education institutions should pay the greatest attention and put considerable efforts to the above mentioned indicators of corporate reputation. Table 3 also indicates the least important indicators of higher education institutions' corporate reputation. It was identified that the least important aspects of corporate reputation of higher education institutions slightly differ in each segment of customers and comparing to all customers of higher education institutions. Based on the results of empirical research it is possible to distinguish four indicators that are the least important in managing corporate reputation from the view of all customers of higher education institutions: appealing leader, environmental responsibility, value for money and admiration. The first three least important indicators of corporate reputation in the segment of school leavers are the same, except for the fourth -visibility in media. The segment of students assigns the lowest importance to the following four indicators of corporate reputation: value for money, appealing leader, environmental responsibility and admiration. Leaders of higher education institutions in the segment of graduates should pay minimum attention to the following indicators: appealing leader, environmental responsibility, good place to work, admiration.
In general, leaders of higher education institutions should invest the least efforts into the above mentioned indicators as they have the lowest impact on good corporate reputation. However, all the above mentioned indicators of corporate reputation are quite significant to stakeholders of higher education institutions so they should receive adequate attention while managing corporate reputation of higher education institutions.
Conclusions
During the research it was identified that corporate reputation management is important to higher education institutions and requires a variety of indicators that include different aspects of organizations and satisfy expectations of stakeholders. Customers are the most important stakeholder group at higher education institutions. However, while managing corporate reputation customers should be segmented and their approaches to corporate reputation demonstrate disparities.
The empirical research included exploratory and descriptive research. During the exploratory research 41 indicators of corporate reputation have been identified. During the descriptive research weights of corporate reputation indicators and factors have been identified. The factor analysis indicated correlations between the indicators and the factors of corporate reputation. The following factors of corporate reputation at higher education institutions have been extracted: behaviour, studies, emotional appeal, citizenship and social responsibility, leadership, performance, workplace, competition, career, innovation.
The empirical research indicated that corporate reputation of higher education institutions should be managed based on specific indicators of corporate reputation that do not manifest at other types of organizations. These indicators include: admission to work, achievements of graduates, record of research, academic fairness, etc. All indicators identified during research are significant to the management of higher education institutions' corporate reputation. However, most important indicators are: study conditions, courteous treatment with students, internationality and quality. Least important indicators in the management of higher education institutions' corporate reputation are: appealing leader, environmental responsibility, value for money and admiration. Empirical research proved that there are adequate disparities of approaches towards indicators of corporate reputation between different segments of customers.
In future research it would be useful to check if there are any differences in corporate reputation management at colleges from the perspective of its customers. Empirical research was undertaken at four Lithuanian universities that have best positions in media ratings. It would be advisable to include all Lithuanian universities for future research. Respondents of this research were customers so corporate reputation management model could be verified from the perspective of other stakeholders. Research has been undertaken at national level so international research could be considered for future research. For future research the relationship between corporate reputation of higher education institutions and their performance results could be explored as well.
